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Albert Church 
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idex of editorial contents for the past six m 

July. Indicates reprints are available. 

“We sell through distributors, ee sr) 

but my function is consulting 

on assembly problems.” | Adler, William A. A for getting American Brake Shoe Co. Form new divi- 
better case histories, Mar., p. 47. sion. External publication promotes it, Feb., 

“And in the competitive fasten- pn. 14¢ 

er business, the OEM Purchas- | Advertising : 

ing Agent is mighty important > W. Kohlman advances new yardsticl American Machine & Foundry Co. N. Y. 


. . . both to me and to our for industria s, Feb., p. 79 Times ad tells all about AMF, Jan. 
distributors.” tor Dept. { 1 


Anniversaries 
Be helpful, don't boast 
anniversary far., p. 128. 
Brown Bigelow’s 60th 


“An OEM sale of fasteners can 
mean hundreds of thousands 
of fasteners. And to sell quan- 
ity orders like that, the PA is a 
raan we have to see and sell.” 


“That's why I'm glad Parker- 
Kalon advertises in PURCHAS- 
ING NEWS.” 











Associated Business Publications 


x 


How the ABP winners won. Descript 
winning campaigns, May, p. 
PAdvertising budgets. How industrial ad ame top industrial ad campaigns 
vertisers allocate budgets, Jan., p. 37. ‘56. List winners, Apr., p. 7 
ivertisers in 
Advertising departments 
RHow 
Automation 


1 omation helps ad 
Apr., p. 59. 
Bs : "= ion-company tilts 
Advertising expenditures. 


‘‘We find many uses for sinat ideatadian- 
the PORTLAND DAILY 
JOURNAL of COMMERCE,”’ 


says Jack Meier of Meier & Frank Co., 
leading department store of Portland, Alcoa executive wins IM 
Oregon. Monthly business , figures 7 Year award copy chasers 
“Many of our executives read it regularly r moet Raich «180 147 
to keep abreast of local business develop- : ; 
ments. It is a source of valuable credit 
information ... and provides many types } 
of local business information not avail- Jan., p. 105. How the ABP winners won. t 
oo anywhere else in such convenient tions of winning caimpaigns, May. p. 43 
orm. 

eee slind: ie eae In IM 
People who read the Portland Daily Ahrend, Herbert G. How make sale ; ? 

P act licine Dan x 
Journal of Commerce every day include: at a trade show, May, p. 54. best business papers, May 


@ General Contractors @ Monufacturers 

@ Sub-Contractors @ Attorneys Air conditioning. 

@ Building Material @ Logging, Lumber 2 
Deciers Firms Worthington r conditioning, 

@ Architects, Engineers @ Financial Firms 


communications 


Advertising managers. 27 ; 
eae ad campaign 


Eight industrial advertisers wi 


graphic awards, May, p. 178. 


competition 31 top readers 


Expandable vans ll Bausch & Lomb Optical Co. Why 


a 


dealer salesmen are S.O.B.’s, Apr. 


H euraal of fy from the inside ut? Fill in re dustrial exhibitor, Gaylord Containers 
Daily 5 Y mmerce =a publication, Apr., p. 57. a consumer a May, p. 152. 
711 Southwest 14th Ave. 


Portland 7,-Oregon Aluminum Corp. of America. Alcoa Brainstorming 
utive wins IM honors r advertising . Barnstorming with Brainstorming panel 


Allis-Chalmers Mfg. Co. Are you selling Bertram, John J., Jr. Ingenuity 


tT 
Pacific Northwest Business Coy } rs, J : >. 7. comes ut} with 65 ways to cut sales- 
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men’s territories and make them like 
it, June, p. 43. 
How to get more and better case his- 
tories. IM contest winners, Mar., p. 45. 
How to get your salesmen to push a 
low-ticket product, Apr., p. 158. 
Panel cumes up with 137 ways to at- 
tract more hot prospects to your trade 
show exhibit, Feb., p. 45, May p. 55. 
®60 ways agencies can boost idea out- 
put, Jan., p. 59. 

Brendel, Louis H. How high do your dis- 
tributors rate you? Apr., p. 54. 

Brown & Bigelow. Big jubilee fires up 

salesman in celebration of 60th anni- 


versary, Mar., p. 50. 


Brown, Richard J. How I use the Market 
Data Book, May, p. 168. 


Now available: Time on this 
new web-fed offset press 


Brunton, Harold. How G-E got sales at- 
tention for a low volume line, May, p. 172. 


Business papers 
Advertising volume, Jan., p. 108; Feb., 
ee ee ee Flexibility and economy in color printing, 
ay, p. 128b; June, p. ; 2 
BDo inserts attract more interest than plus new imprinting and price change facilities 
other ads? Apr., p. 41. 
Evaluating business paper editorial 


quality, June, p. 45. COMPLETE SERVICE 


54 business papers show what it takes 


We've just added a new perfecting offset 
di tiebieees ‘i press that greatly increases our web-fed ca- 
sacs se cela ae pacity. Ideal for black and white, spot color 


or full color runs of 50,000 or more. It prints 


to be tops. Winners in IM editorial 

competition, June, p. 55. @ Intelligent produc- 

Forecast big space, more color in ‘57 tion counseling 

industrial ads, Jan., p. 44. @ Finest web-fed off- 
tell 10 ways to check value of | set and letterpress 

issues, Mar., p. 79. news-color printing 

good is publication research? 

edit., Feb., p. 176. 

How to read edi reference study, E - ° nae : .> 

M : co af Soar atte (tow , $ to, Printers of Program Sections of 4 editions TV Guide Magazine 

May, p. 37. . 

How well do U. S. Rubber execs read 


business papers? Apr., p. 72. 

In IM competition 31 top readers pick H E N ie 6 W U QR ST, l n Cc ® 
best business papers, May, p. 176. 5S5O\iINDUSTRIAL BLVD. e KANSAS CITY 15, KANSAS 
The insert craze. Answers to many 


up to 64-page sections, 84” x11” size (or 
multiples), at a rated speed of 20,000 sec- 
tions per hour. Whatever your printing needs 
— magazines, catalogs or colorful broadsides 
— let us show you what we can do. 


questions, including postal regulations 
Apr., p. 37. 

NBP study to show what business 
papers do to a town, June, p. 148. 
Norman Hasselriis describes publishers’ 





“reader be damned” attitude . . NIAA 


news, Mar., p. 83. ' 1 1 ) IDCQING 
Rosberg survey finds too much “junk” ( ll EMI H| L l Ih ()( ESSENG § 
in business paper research, Feb., p. 69. ( 

®Space placed by agencies in ‘56, Apr., | ; Pth Annu al : 

p 128. meee Study of Known Readership 
Top 275 business paper advartisers in ‘ 


1956, May, p. 40. Now Available 


What makes business paper ads so I canned \eckial 
dreary . . copy chasers, Feb., p. 165. | Over 20,000 Individuals. . . Studied 9 

Yearly total adv. volume for top busi- over a 9-year Period ‘ 

ness papers, Jan., p. 105. Based on Actual Reader Response 


Busse, Williams. How to keep your cata- PUTMAN PUBLISHING 


leg in order. Revolvator Co. revamps page 
numbering systems, Mar., p. 62. COMPANY 


111 East Delaware Place, Chicago 11, Ill. 


KNOWN Readership 


Calendars. Ten tips on keeping company 
Continued on page 160 
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EDITORIAL INDEX .. sion. External promotes it, Feb., p. 148. Direct mail 

Are j selling from the insid t Direc nail money goes a long way 

continued from p. 159 Allis-Chalmers informs foremen thru pul Hinde & Dauch . . DMAA winner, 
i p. 57. Jan., p. 88. 


zimmick mail drive impression 


Glatfelter, Jan., 
ignore mailing 
Vabash Railroad 


rward 


Feb. 


Distributors & distribution 


Contests 
RA 


Editorial index. 


1956, Jan., p. 


Chapple, Albert W. How to find the right bisicti rt the ei: 
sombinat for str narket researc} Editorially speaking 


‘ 
eciaization WwW 


Christian, Richard C. How 


Christophersen, R. G. 
ket Data Book, Fe 


Clark, John B. 


Closed circuit television, 


Company communications 


. Elbe File & Binder Co. Sim; 


Corperate advertising, 


Electronics. 


Customer relations, 


Dashnau, George W. 17 nuch red tay Employe relations, 


r nqguiry-nandalir mmiuir 
“ 2 . nmurl 


Dealer aids, 


yture 


Dealers 
, : : 1 sf j impaign 


Fairchild Engine & Airplane Co. Dx 
lds good will for Fairchild 


Company publications, see also C Ly in one book] I , 
ommunications catalogs, Product | Dexter, vhar J mpany Forecasts 
name | 3, profit to Puget Agencymen 
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EDITORIAL INDEX. . 


e a continued from p. 160 
im reprints As capital expenditures 


mnie 





The following reprints of feature articles which have appeared in Industrial lor 
Marketing are available at 25¢ each. Special prices are available upon re- Export ad budgets unhurt 
quest for quantity orders. Please order by b losing the exact amount E eu 5 ae . 

in coins, stamps or checks. Send all orders to: Reprint Editor, Industrial Mar- ne see 
keting, 200 East Illinois St., Chicago 11, Ill. On orders for four or more re- 
prints we will be happy to bill you -—— small orders sent only upon receipt of boom will continue 
payment. 48. 





McGraw-Hill predicts 


New Newsweek-NICB 





shows capital spending 
R308 Should advertising agencies do marketing research? — by Merle Kingman ; : P ; 
1M asked several leading admen this question, and here’s what they think R)] 
about this increasingly important function. try, Jan 27 
R307 Do inserts attract more interest than other ads? — by J. Wesley Rosberg ea ee 
New evidence shows that inserts do outrank spreads in readership —- but — 
there are inserts —- and there are inserts 
R306 Top agencies’ business paper page placement zooms up 9.4%, Exporters debate is 
Report on IM’s annual exclusive survey showing number of pages placed 
business publications by 309 agencies in 1956. 
R305 How the one-man ad department can grow — by M. E. Ziegenhagen French industrial 
A guide to the organization of an advertising department — from the aia a 
one-man stage to the platoon stage klet, June, p. 
R304 How to advertise a corporation -— by Russell M. Sanderson 
Don t wait until your company needs capital to start advertising the name Forman, Albert. E Evaluating 
of the company. Here are some ideas for making your company well-known, now 
R303 GE found with only 40 buyers it paid to advertise —— by R. S. Thomas 
Advertise to a narrow market with few customers? GE did it with good results 
R302 A contest makes J & L sales message heard France. French industrialists 
Holding a contest is nothing new. But it’s new when an industria! company in k klet, June. p. 160 
uses consumer techniques and judges it the way Jones & Lamson did their contest ee — ee ee pee 
R301 Barnstorming with brainstorming ey 
A report on two Fensholt Advertising Agency brainstorming sessions, including Gardner, J. H. Ho 
ideas on how to get more and better case nistories, and how agencies Can boost built a new 
their idea output. me . 
Stuck for ideas? Then try brainstorming 
The newest technique for creating ideas Is brainstorming. It can produce 
ine ; i f : 
sound business ideas if used properly. Article includes 25 tips for effective Gaylord Container Corp. 
brainstorming. 
Show registration list offers marketing help — by Francis E. Hummel 
In case you didn’t know, lists of show visitors, classified by SIC or other show, May, p. 152 
product categories, can be he!pful marketing tools. Here’s how 


1957 — another boom year for industry General Electric Co. 
IM’s annual advertiser and agency forecast, including a breakdown by product . - 
of percent of sales allocated for advertising in 1957 by manufacturer. RAppliance Mo 


Your interviews can get more facts, faster — by Erwin K. Taylor 
When hiring salesmen, the interview situation is your prime tool 
and here’s how to use it to its fullest advantage 


Let’s look again at SIC media analysis — by Elmer Dalton 
Here's a circulation manager's retort to a space buyer's stand 
on using SIC for media analysis (see reprint R289) 


Are my ads any good? — by Edgar W. Bolles 

An adman’s system for finding the answer to that all important question 
complete with samples of inquiry record forms and procedure 

How 3M sells selling to its customers 

How Minnesota Mining & Mfg. Co. created a sales program to 

teach its salesmen how to sell customer salesmen on how to sell 


The U. S. Plywood story 
IM‘s fifth case history tells how selling gets primary emphasis 
in the marketing operations of U. S. Plywood Corp. 
Business paper volume rising — by Angelo Venezian 
Annual report on what is happening to business paper volume, costs 
circulations and budgets, as compared with national yardsticks, e.g., eorator Corp. 
gross nationa! product, national income and general advertising 

R291 How to stir up distributor salesmen 
Whiting-Plover Paper Co. boosted sales 10° with one sales meeting 
via the ‘‘Freeble Fable’’ program. Here’s what happened 

R289 You can analyze media with SIC — by Bruce P. Mattoon 
Here’s a new way to use SIC . . but watch for the weak spots Glatfelter, P. H., Ce. 


957 another boom year 


Foreign trade 


for boom or disaster, 


editc rial cl lit ine . 


Laughlin, June 


an industrial exhibitor 


makes impr 
The following reprints are available at 50¢ each: 
R309 How to prepare and distribute industrial catalogs Geldthwaite, Paul N. 
A group of six articles on industrial catalogs, including how to prepare and how whe 
distribute them, how to design them, how to get them used, and distributor catalogs are 
R290 How can you get higher readership for your ads? — by J. Wesley Rosberg 
The entire series of five ad readership articles reprinted in one important 
booklet. This is a must for every adman. 


R251 How to get distributors excited about your product — by Morris Rotman 
A formula for merchandising your product publicity to win distributor support and 
increase sales 


The following reprints are available at 75¢ each: 
R241 Portfolio ef award-winning industrial advertising campaigns ™ Ly 
Collection of award-winning industrial ads and the stories behind them Herlocker, J. Fred. H 


R229 Which ad attracted more readers? like your catalog. Pyrar 
A collection of Starch-scored ads from Industrial Marketing’s monthly feature wriahhaicaied: ie tael 

R203 A guide to better publicity 
Group of 12 articles written by the Industrial Publicity Assn. of New York, exclusively 
for Industrial Marketing, on how to produce better industrial publicity Hinde & Dauch. 


joes a long way, Jan. 
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The case that never closes 


Most sleuths solve a case, then stamp it “Closed”. Not so with Production’s 
unrelenting circulation manager. 

“Are you an engineering or production executive? What's your product? Is it 
mass produced? Number of employees, please? Is Production useful in your 


work?” Less than a year later it’s the same investigation of every reader again 
... twice as often as auditing standards require. 


If you want to attract this highly selective audience of over 26,000 influential 

mass production men, let Production be your aide. It’s the only major metal- MAGAZz 1 
working magazine that verifies its total circulation 100 percent directly from 
readers every year. It concentrates exclusively on mass production metalwork- 
ing—America’s largest industrial market. See your Production representative 
or write Bramson Publishing Co., Box 1, Birmingham, Mich. 


lf your market is mass production, your marketplace is PRODUCTION 





aa 


Hotvedt, Burton E. How | use the Markei 
Data Book, Mar., p. 156. 


Houlehen, R. J. Are you selling from the 
inside out? Allis-Chalmers informs forenten 
thru publications, Apr., p. 57. 


House organs, see Company publications, 
Company communications. 


®Hummel, Francis E. Show registration 
list offers marketing help, Feb., p. 151. 


Hunt, Torrence M. Alcoa executive wins 
IM honors for advertising . . copy chasers, 
Jan., p. 147. 


Industrial Marketing 
54 business papers show what it takes 
to be tops, as winners of IM editorial 
competition, June, p. 55. 
How I use the Market Data Book, Jan., 
p. 54, Feb., p. 147, Mar., p. 156, Apr., p. 
156, May, p. 168, June, p. 164. 
In IM _ editorial competition 31 top 
readers pick best business papers, May, 
p. 176. 
Winners of IM Market Data Book con- 
test . . news, Jan., p. 64. 


Industrial sites. How 12 cities promote the 
St. Lawrence Seaway, June, p. 48. 


Inland Steel Container Co. Sales zoom as 
Inland “sells the sizzle’ through direct 
mail. DMAA winner, Mar., p. 118. 


Inquiries 
How to get your salesmen to follow up 
ad inquiries, Apr., p. 161. 
Rosberg tells how to get more inquiries, 
Apr., p. 76. 
Simple form makes inquiry handling 
easy for Elbe File & Binder Co., Mar., 
p. 146. 
Too much red tape in inquiry-handling? 
June, p. 56. ‘ 


Inserts 
®Do inserts attract more interest than 
other ads? Apr., p. 41. 
How to make winners out of your in- 
serts . . copy chasers, April, p. 171. 
The insert craze. Answers to many 
questions including postal regulations, 
Apr., p. 37. 


Institutional advertising 
®How to advertise a corporation as 
told by an investment broker, Feb., p. 
48. 
Joe Quota learns how Monsanto ad- 
vertising helps him sell, Mar., p. 149. 


Insulite Div., Minnesota & Ontaric Paper 
Co. Massive mail campaign wins DMAA 
award, Feb., p. 97. 


International advertising, see also Foreign 
trade. 
Export ad budgets unhurt by Middle 
East tensions, Jan., p. 47. 
Royal McBee produces export literature 
at lower cost, Feb., p. 52. 
Continued on page 162 


in rubber... 


RUBBER AGE 


is the one MUST journal for reaching manufacturers of 
finished products made from rubber, latex AND rubber- 


like plastics. 


The $6 Billion rubber goods manufacturing industry is 
a prime market for a wide variety of machinery, equip- 
ment, chemicals, fabrics and other products and serv- 
ices required to turn out an assortment of more than 
50,000 different finished products. 


RUBBER AGE provides the opportunity of completely 


covering this field without 


the need for secondary 


coverage. More advertisers use more advertising space 
in RUBBER AGE thon in any other rubber journal 


in the world! 


If your story is worth telling, it belongs in the field's 
Number One publication. 


@ First in Editorial Volume 

128 pages more of editorial material 
than the second paper in 1956, an 
average of over 10 pages more per 
issue. 

® Complete Editorial Coverage 
Only RUBBER AGE provides feature 
editorial coverage of rubber and 
rubberlike plastics: Vinyls, poly- 


ethylene, etc. 


® First in Advertising Volume 
106 pages more than the second 
paper in 1956, an average of al 


most 9 pages more per issue. 


@ Field’s Only A.B.C. Journal 
Paid circulation, at all-time high, 
plus rotating coverage of non-sub- 
scribing plants, means complete 
coverage of field! 


® Highest Reader Preference 
74% of all rubber technologisis 
(your prospects!) select RUBBER 
AGE for their own personal (clas- 
sified) advertising when they ad- 
vertise for top level jobs! 


® High Reader Satisfaction 
Current subscription renewal rate 
of 87% is solid testimonial of read 


er satisfaction. 


‘@: vi ® 101 West 31st Street, 


New York 1, N. Y. 


Also publishers of the industry's only Directory, RUBBER RED BOOK 
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INDUSTRIAL HEATING 1/400 Union Trust Building Pittsburgh 19, Pa. 
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GOING PLACES... 


the same places you want 
your advertising to go! 


WOOD & WOOD PRODUCTS is 
the one dynamic national maga- 
zine that’s moving ahead fastest 
because its staff-developed “how 
to” editorial content is accepted 
and read as “most helpful” by 
more practical management and 
operating men —the men who 
make the buying decisions — in 
the multi-billion lumber-furniture- 
woodworking market. 


More and more advertisers are 
using WOOD & WOOD PRODUCTS 
to sell these men—the right people 
in the right places. Its advertising 
volume for 1956 was up 35% over 
1955—compared with a combined 
gain of 5% for the field. And its 
1957 volume is running far ahead 
of 1956. 


CIRCULATION,* BUYING POWER COVERAGE, 

READER INTEREST ARE ‘WAY UP, TOO. 

uP 19 7 Total net paid circu- 
‘ O iation. 


Effective buying power 
coverage—actual man- 
ufacturing plants that 
account for 88% of 
the industry's business 
—where the buying 
power is concentrated! 


"29.8% 


Renewal percentage. 


"14.32 


(*Nov. ‘52 - Nov. ‘56) 


These big gains extend into all areas of 
the industry . . . because WOOD & WOOD 
PRODUCTS covers every wood operation 
from log to finished product. Put this 
fast-moving magazine to work . . . selling 
for you . . . right away. 


WOOD and WOOD 
PRODUCTS 


A Vance Publication 
139 N. Clark Street © Chicago 2, Illinois 
Financial 6-5380 


oman 
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EDITORIAL INDEX . . 


continued from p. 161 


Jervis, Norman. The anatomy 


Jesign, Mar., p. 55 


RJones & Lamson Machine Co. A 


makes sales message heard, Fet 


Jones & Laughlin Steel Corp. 
rdinated design built a new }f 


June, p. 37 


Keezer, Dexter M. As capital 
so goes prosperity, A 
Koppers Co. 


Harnessing 


Labor-management relations. Autor 
oms in union-company tilts of 


company communications 


Legal. Can your 
Avoid lawsuits that 


conceived promot 


Lithography. Eight 


win awards, May 


Marketing & market research, 
Pricing, New products id 


Diesel aims 


ild advertising agencies 
ket research? Apr., p. 48. 
Where tc 


T 


find market 
June, p. 156 


mation 


Marsteller, Rickard, Gebhardt & Reed 
year-later report n i 


MA 


ion study 


Materials handling. Scales t 


coming year, Feb., p. 


Media evaluation 
Evaluating business 


p. 45. 


read a media f 


quality, June 
R H w t 
May, p. 37 


Marsteller 


where tc 


148 


advertise new product 


Media selection. Research shows G-E how 


over Iu. 


AUS 


56,000) 


the homes in Canada 


are heated by Oil or Gas 


a 
yam 


" 


gail’ 


wy 
wi 


an 
“ 


is the only Canadian publication ex- 
clusively devoted to the develop- 
ment of this rapidly expanding auto- 
matic heating market. 

Write for full details and market survey. 


OIL and GAS HEAT 


Canada’s Journal of Automatic Heating and Cooling 


AGE PUBLICATIONS LIMITED 


31-35 Willcocks St., Toronto, Canada 





“| SELL POWDER METAL PARTS 
TO THE 
OEM” 


says 
Jack F. Hayes 
AMPLEX DIVISION 
Chrysler 
Corporation 


“And to sell Oilite parts for 
new applications in the Orig- 
inal Equipment Market, the 
Purchasing Agent is a man I 
have to see.” 


“In my opinion, the PA of old 
is entirely foreign from the PA 
to-day.” 


“To-day, he is an analyst and 
engineer. It is his responsibil- 
ity to go back to engineering 
and management and prove to 
them why a material is either 
better for the application, or 
equally good but less expen- 
sive.” 


“He is one of the most impor- 
tant men in any organization. 
That's why I'm glad Amplex 
advertises Oilite parts in 
PURCHASING NEWS.” 














Mergers 
Admen learn how H. K. Porter paid 
cash for subsidiaries, Feb., p. 80. 
Big merger probe may turn up in small 
role . . Washington report, June, p. 110. 


Mon:zanto Chemical Co. Joe Quota learns 
how advertising helps him sell, Mar., p. 


149, 


National Business Publications. Study to 
show what business papers do to a town, 
June, p. 148. 


National Industrial Advertisers Associa- 
tion. 
NIAA news, Jan., p. 71, Feb., p. 79, 
Mar., p. 83, Apr., p. 75, May, p: 75, June, 
p. 95. 
35th Annual convention program, June, 
p. 41. 


Neon Products. Minature animated dealer 
signs are sales aid, Feb., p. 41. 


New products 
Product failures attributed mainly tc 
lack of testing, faulty marketing 
forum, Feb., p. 112. 
Research shows GE how, where to ad- 
vertise new product, Apr., p. 148. 


Newspapers. N. Y. Times supplement ad 
tells about American Machine & Foundry 
Co., Jan., p. 103. 


Packaged equipment. What ‘equipment 
package” trend means to industrial sell- 
ing, June, p. 130. 


Paint. Industry gets primed to meet new 


competitors in ‘57 trends, Jan., p. 92. 


Perlmuth Electronics Associates. How dou- 
ble coverage opens doors to sales, May, 
p. 142. 


Petroleum. The oil and petroleum indus- 
try .. trends, May, p. 80. 


H. K. Porter Co. 
Admen learn how Porter paid cash for 
subsidiaries, Feb., p. 80. 
The H. K. Porter story, Feb., p. 56. 


Frederick Post Co. Zany tests get sales- 
men in to see elusive prospects, Feb., 
p. 92. 


Pricing 
Can manufacturers’ dealer 


Mar., p. 


enforce 
prices? Execs. say no, but. . 
122. 

Executives disagree on pricing’s rela- 
tion to the profit picture, May, p. 116. 
How’s your strategy in industrial pric- 
ing? Apr., p. 152. 

Is net pricing ok for your product? Apr., 
p. 112. 


Problems in industrial marketing. 
27 New Year resolutions for industrial 
admen, Jan., p. 97. 


Closed circuit tv expensive . . but often 


worth it, Feb., p. 128. 
Be helpful, don't boast on your 50th 
anniversary, Mar., p. 128. 

Ten tips on keeping company calendar 
out of wastebasket, Apr., p. 106. 
Here’s a conference checklist that really 
works, May, p. 110. 

How to help sell America 


June, p. 128. 


overseas 


Product design & research Standard 
Pressed Steel calls it ‘miniaturization’ and 
it sells products faster, Jan., p. 56. 
Prouct literature, see also Catalogs 
®A contest makes Jones & Lamson sales 
message heard, Feb., p. 142. 
Royal McBee produces export literature 
at lower cost, Feb., p. 52. 


Public relations, see also Institutional ad 
vertising, Anniversaries, Publicity 
The customer is king . . edit., June, p. 
192. 
Daily paper builds good will for Fair- 
child Engine, Feb., p. 39. 
How to handle hospitality hot potatoes 
at trade shows, Jan., p. 50. 
1957 public relations resolutions 
gested by Harshe-Rotman, Feb., p. 


Publicity. G-E’s McGarry tells how t 
better industrial publicity, Mar., p. 1 


Puget Sound Fabricators. Changing com 
pany name brings problems, profit, May 


p. Si, 


Purchasing 
Executives decentralize buying; what 
does it mean for selling . . forum, Jan., 
p. 99. 
Idea ticket offers salesmen interview 
with P. A. at Aerosol Techniques, Apr., 
p. 58. 


Pyramid Moulding Co. How to make 
customers like your catalog by asking 
them what they want, Mar., p. 70. 


Railroads. The railroad industry . . trends 
Mar., p. 104. 


Raines, William P. Harnessing a hornets’ 
nest. Sales promotion set-up at Koppers 
Co., June, p. 73. 


Rank, F. A. How to build better distributor 
catalogs, Mar., p. 140. 


Readership 

Ad readership experts answer four big 
questions, May., p. 151. 

How automation helps ad and editorial 
research, Apr., p. 59. 

How good are reader impression stud 
ies? . . copy chasers, May, p. 195. 
How to read a media preference study, 
May, p. 37. 

More money for advertising research 
. edit., May, p. 208. 
®Do inserts attract more interest than 
other ads? Apr., p. 41. 

Continued on page 164 





Reach all 
Steel Production 
Buying Influences 


IRON & STEEL 
ENGINEER 


1010 EMPIRE BUILDING 
PITTSBURGH 22, PA. 
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Get Your FREE 

Copy of = 
“HOW BUSINESS Sl 
USES CLIPPINGS” * 
7 


find out how a 
clipping bureau 
can benefit you 


Here is the story on Bacon's Clipping 
Bureau. A complete picture of how 
advertising managers, agencies, pub- 
licity men, public relations firms, and 
other business people utilize magazine 
clippings. Keeping up on competitor's 
advertising themes, new products, 
publicity methods; checking your own 
publicity placement; carrying on 
research projects—these are only a 
few of the jobs we make possible for 
over 1000 clients. Send for your copy, 
see what Bacon can do for you. 


BACON’S NEW 1957 
PUBLICITY CHECKER 
3356 complete listings for business, 
farms and consumer mag- 

azines. Editor-coded. 
Sturdy, spiral-bound. fab- 
ricoid. 642°x 9%". 288 pp. 
PRICE $15.00. 
BACON'S 
Publicity Handbook 


Complete text on effective publicity 
handling. Documented, illustrated, 
case histories. $2.00—128 pp. 


EITHER OR BOTH SENT ON APPROVAL 


BACON'S CLIPPING BUREAU 
14 E. Jackson Bivd., Chicago 4, Ill. 








“| SELL SPRINGS 
to the 
OEM” 


SAYS 
WALTER E. 
FROEHLICH, 
VICE PRESIDENT 
ASSOCIATED 
SPRING 
“The day has gone when 
the OEM users of springs 


come to us.” 


“To-day, we must find 
what the customer wants 
in advance, how and 


when he wants it.” 


“In this type of selling, the 
Purchasing Agent is ex- 
tremely important. That's 
why we advertise in PUR- 
CHASING NEWS.” 
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EDITORIAL INDEX. . 


continued from p. 163 


Recruiting. Engineering job applicants get 
brush-off, Aviation Week study shows, 
Mar., p. 80. 


Replacement parts. Watch your step in 
replacement parts advertising, Mar., p. 96. 


Revolvator Co. How to keep your cata 
log in order. Revamp page numbering 


svstem, Mar., p. 62. 


Richardson, G. Bruce. How Koppers uses 


its agencies, June, p. 8l. 


Road building equipment. Road program 
spurs expansion by suppliers Wash- 


ington report, Jan., p. 80B. 


Robbins, L. M., Co. How to cut trade show 


display costs in half, Jan., p. 53 


Rolled Steel Corp. How to gross $8,500,000 


selling by telephone, Mar., p. 150. 


Rosberg, J. Wesley. D 


more interest than other ads? A 


Royal McBee Corp. How 


port literature at lower cost 


St. Lawrence Seaway. How 
mote the St. Lawrence Seaway, June 


48. 


Sales departments. Se! 
Porter Co., Feb., p. 58. 


Sales demonstration. Minature animated 
dealer signs are sales aid for Neon Prod 


ucts, Feb., p. 41. 


Sales literature, see Product literature 


Sales meetings, see also Conferences. 
Brown & Bigelow’s 60th anniversary 
jubilee fires up salesmen, Mar., p. 50. 

Closed circuit tv expensive, but often 


worth it, Feb., p. 128 


Sales promotion 

Eaton raps sales promotion myopia of 

small companies, June, p. 105. 

Harnessing a hornets’ nest. Sales pr« 

motion set-up at Koppers Co., June, p. 

73. 

Sales promotion ideas 

Electronic Technichian pokes fun at 
space salesmen in promotion series, 
Jan., p. 85. 

Zany test gets Frederick Post sales 
men in to see elusive prospects, Feb.., 
p. 92. 

Animals give Pemco mail campaign 

extra mileage, Mar., p. i10. 

How to give life to your advertising 

media schedule, Apr., p. 96. 

Catalog quiz pumps distributors, prc 

motes pumps for Deming, May, p. 96. 
Atomic giveaway gimmick gets AEC 


license, June, p. 119. 


Sales training 
Contest drives home sales training pro- 
gram lessons for Rawlplug Co., Feb., p. 
92. Why Bausch & Lomb’s best dealer 
salesmen are S. O. B.'s Apr., p. 46. 


Salesmanship, see also Selling 
How to cut salesmen’s territories and 
make them like it. Barnstorming with 
Brainstorming panel, June, p. 43. 
How to get your salesmen to follow 
up ad inquiries, Apr., p. 161. 
How to get your salesmen to push a 
low-ticket product, Apr., p. 158. 
How to sell case history activity to the 
salesmen, Mar., p. 48. 
Idea ticket offers salesmen interview 
with purchasing agent at Aerosol 
Techniques, Apr., p. 58. 
Joe Quota learns how Monsanto adver- 
tising helps him sell, Mar., p. 149. 


®Sanderson, Russell M. How to adver- 
tise a corporation, Feb., p. 48. 


®Sawyer, Howard G. How to read a me- 
lia preference study, May, p. 37. 


Scherer, Daniel J. How and where to cut 
your trade show costs, May, p. 64. 


Selling 
Executives decentralize buying; what 
does it mean for selling 
p. 99. 
How double coverage opens sales for 
Perlmuth Electronics, May, p. 142. 


. . forum, Jan., 


How G-E got sales attention for a low 
volume line, May, p. 172. 

How high do your distributors rate 
you? Apr., p. 54. 


Small business 
Aims to establish “right to buy” princi- 
ple, May, p. 92. 
Eaton raps sales promotion myopia of 
small companies, June, p. 105. 


Small space advertising. ‘Engineered’’ ads 
boost sales 12% in one year for Symons 
Clamp, Feb., p. 144b. 


Smith, T. R. 
How to sell case history activity to the 
salesmen, Mar., p. 48. 
Simple form makes inquiry handling 


easy for Elbe File, Mar., p. 146. 


Space buying & selling 

Ad manager, space buyer, rep. agree 
on space buying, May, p. 169. 
Listen, Mr. Media Director . . photo 
study, Jan., p. 49. 
Rosberg survey finds too much "junk’”’ 
in business paper research, Feb., p. 69. 


PStandard Industrial Classification. Show 
registration list, classified by SIC, offers 
marketing help, Feb., p. 151. 


Standard Pressed Steel Co. They call it 
miniaturization’ and it sells products faster, 
Jan., p. 56. 













Steel. Capital goods boom makes steel 
scarce; industry apportions, Feb., p. 102. 


®Stocks. How to advertise a corporation 
as told by an investment broker, Feb., 
p. 48. 





Stone, James B. For industrial copywriters 





. nine ways to make an engineer talk, 
June, p. 168. 











Symons Clamp & Mfg. Co. Small space 
ad campaign boosts sales 12% in one 
year, Feb., p. 144b. 









Telephone selling. How Rolled Steel 
grosses $8,500,000 selling by phone, Mar., 
p. 150. 





Television. Closed circuit tv expensive, but 
often worth it for sales meetings, Feb., 
p. 128. 







Textiles. The textile industry . . trends, 





June, p. 102. 








Top Management forum 
Executives decentralize buying; what 
does it mean for selling, Jan., p. 99. 
Product failure attributed mainly to lack 
of testing, faulty marketing, Feb., p. 
132. 


Can manufacturers ‘enforce’ dealer 






prices? Executives say no, but. ., Mar., 
o. 122. 

Is net pricing ok for your products? 
Apr., p. 112. 





Executives disagree on pricing’s rela- 





tion to the profit picture, May, p. 116. 





What ‘equipment package’ trend means 





to industrial selling, June, p. 130. 








Trade Show & exhibits, see also Confer- 
ences 
Brainstorming panel comes up with 137 






ways to attract more hot prospects to 
your trade show exhibit, Feb., p. 45, 
May, p. 55. 

Expandable vans sell Worthington air 







conditioning, Apr., p. 65. 

How and where to cut your trade show 
costs, May, p. 64. 

®How not to make a sale, May, p. 54. 
How to handle hospitality hot potatoes, 
Jan., p. 50. 

IM goes to the Road show, Apr., p. 42. 
Industrial shows, Jan., p. 140, Feb., p. 
144, Mar., p. 165, Apr., p. 151, May, p. 
171, June, p. 159. 

Ingenuity puts an industrial exhibitor, 
Gaylord Container, into a consumer 
show, May, p. 152. 

L. M. Robbins Co., finds way to cut dis- 
play costs in half, Jan., p. 53. 

Lumber dealers see show room of fu- 
ture, Feb., p. 54. 

®Registration list offers marketing help, 
Feb., p. 151. 














Trademarks. How coordinated design built 
a new personality for Jones & Laughlin, 
June, p. 37. 





Continued on page 166 





Now... 


at a fraction of “package” costs! 






1. YOU PLAN IT — write the 
script, decide what's to be shot. 
You don’t need movie-making 
experience. Common sense does 


the job. 


produce that 
business film yourself 














2. YOUR PHOTOGRAPHER 
shoots the footage, according to 
a working outline based on your 
script. He shoots enough extra 
film to permit smooth editing 








(¢ 
\ 


3. WE DO THE REST — When 
we get your color film, we make 
the black-and-white workprint, 
edit, match, splice, narrate, title, 
record, add opening and closing 
music*, process, and 
400-foot, 16mm _ color 
print — all for less than $1000, 
and often for as little as $575 !** 


FREE BOOKLET, ‘How to Make Low Cost Business Films,” ex- 
plains in detail the proven production formula which cuts costs 
by letting you deal directly with the technical agencies of film 
production. No obligation, no high-pressure follow-up. 


TELEFILM 







4. SOON IT’S BACK in your 
hands, ready for _ projection. 
Despite its easy, low-cost pro- 
duction, it's a smooth, profes- 

naha..a sional motion picture. It can 
release do the same powerful selling 

job as films costing thousands 
of dollars more! 









*Licensee of the Capitol Records music library 
**Correspondingly low prices for shorter, 
longer and black-and-white films. 


a leading 16mm motion picture 





[tenuncorrporarte nd | 


technical service since 1938 





6039 Hollywood 8ivd., Hollywood 28, California 




















/Q58. 
MARKET DATA and 
DIRECTORY NUMBER 





ae 


plan industrial sales 








by indicating what each market 
buys, how it buys, and the 


buying factors to be reached. 
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STRIKES THE RIGHT (aalcs) NOTE 
among the nation’s drilling contractors... 






































Oui to sales-serenade the $1.1 billion Drilling Mar- 
ket? THE DRILLING CONTRACTOR is the oppor- 
tune media in which to play your tune. Editorial 
material is pitched to the specific job interests of 
drilling contractors, producing executives, field su- 
pervisors, so the song is right: vertical reading in a 
vertical market. Adds up to responsive sales action 
among a select group who comprise the buying 








power of an active market! 


Write TODAY for full particulars .. . 


The DRILLING CONTRACTOR 


834 INSUROMEDIC LIFE BLDG., DALLAS, TEXAS 





SEPT. 1957 


SPECIAL 
INSTRUMENT 


SHOW ISSUE 


----------5 


THE MAGAZINE THAT REACHES 


every industry where instrumentation is sold ! 


cles on instrumentation . . . will an- 
nounce your new products... will 
mean more circulation for your ad 
through extra copies distributed from 
the Industrial Laboratories booth. It’s 
the year’s best advertising buy for you! 
Reaches 26,000 key research and devel- 


Industrial Laboratories readers are 
constantly concerned with: 

1. Instruments used in laboratories 

2. Instruments built into a product 

3. Plant and process instrumentation 
Sell your instruments in the Special 


Sept. Instrument Show issue of Indus- 
trial Laboratories. Forms Close Aug.5. 


This show issue will have special arti- 


opment personnel! Opens the door for 
you to the $7,000,000,000 industrial 
research market! 


INDUSTRIAL LABORATORIES PUBLISHING CO. 


201 N. Wells St., Chicago 6, Illinois 


offices in: New York + Long Island * New England + Cleveland + Chicago + California 
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EDITORIAL INDEX. . 


continued from p. 165 


Trends 
Paint industry gets primed to meet new 
competitors in ‘57, Jan., p. 92. 
Materials handling sales to rise 10% 
in coming year, Feb., p. 108. 
The Railroad industry, Mar., p. 104. 
The Electronics industry, Apr., p. 80. 
The Oil & Petroleum industry, May, p. 
80. 
The Textile industry, June, p. 102. 


Unions. Aim sights at white collar dis 


satisfaction, Feb., p. 85. 


Wabash Railroad. Hard to ignore mailing 
promotes new service, May, p. 167. 


Washington report 
Road program spurs expansion by sup 
pliers, Jan., p. 80B. 
Capitol goods boom makes steel scarce, 
Feb., p. 102. 
Watch your step in replacement parts 
advertising, Mar., p. 96. 
Push-button weapons mean good mar- 
ket for the far-sighted, Apr., p. 92. 
Small business aims to establish ‘right 
to buy” principle, May, p. 92. 
Big merger probe may turn up in small 
role, June, p. 110. 


Which ad attracted more readers? Jan., p. 
79., Feb., p. 89, Mar., p. 99, Apr., p. 87, 
May, p. 87, June, p. 107. 

Winslow, Ralph. The Koppers story, June, 
p. 58. 

Worthington Corp. Expandable vans sell 


air conditioning, Apr., p. 65. 


RZiegenhagen, M,. E. How the one-man ad 


department can grow, Feb., p. 42. w 





Announce new publication, 
‘The Toy Manufacturer’ 


= A new publication, The Toy 
Manufacturer, has been announced 
by United Publishing Co., Atlanta, 
Ga. The first issue will be Septem- 
ber, 1957. 

This new publication will have 
a tabloid format, printed on 60-lb. 
enamel stock, with a full page 
measuring 91x14”. Standard 7x10” 
ads will run as island halfs. A con- 
trolled circulation of 2,600 toy man- 
ufacturers and 400 toy sales repre- 
sentatives will be guaranteed with 
the first issue. 

United Publishing Co. also pub- 
lishes The National Toy Jobber & 
Jobber Salesmen and the Southern 
& Southwestern Toy Journal. 















Vol. 42/July through December 1957 








Accounting 
Execs. tell how to use cost accounting in 


marketing . . forum, Dec., p. 102. 








Advertising 
Are industrial advertising men fencing 
themselves in? Jly., p. 49. 
The case against do-it-yourself advertis 
ing, Oct., p. 209. 
Checklist for industrial marketers, Jly., 
pp. 55, 56, 57. 
How to evaluate industrial advertising. 
Three views, Jly., p. 51. 
How to evaluate your promotion pro- 
gram, Nov., p. 37. 
The seven ailments of industrial market- 
ing, Dec., p. 55. 






















Advertising agencies 
Checklist for industrial marketers. How 
to get the most from outside agencies, 
Jly., p. 55. 
Frey report on agency compensation . . 
edit., Dec., p. 160. 
How to be a client, Oct., p. 132. 
In industrial marketing what is the 
agency's role? Jly., p. 53. 
Integrating the agency-client marketing 
functions for better marketing, Nov., p. 


57. 
What happens when an agency moves, 
Sept., p. 172. 








®What's wrong with the ‘new’ agency 
selection system? Oct., p. 37. 


Advertising budgets 
Advance report on NIAA budget study. 
Industrial ad budgets top $1 billion, Jly., 
p. 54. 
®How top execs. help set industrial ad- 
vertising budgets . . forum, Oct., p. 114. 
®Top execs. spell out role of admen in 
setting budgets . . forum, Nov., p. 112. 
Advertising departments 
The case against do-it-yourself advertis- 
ing, Oct., p. 209. 
Checklist of advertising organization 
practice, Jly., p. 56. 
ve 
Advertising managers, see also Efecutives 
Want to be on the management team . . 
play ball, Jly., p. 104. 





editorial 


index 





Be 


Industrial Marketing offers an index of editorial contents for the past six months. The index 
is published every January and July. ® Indicates reprints are available. 


Advertising volume 
Monthly business paper figures, Jly., p. 
128, Aug., p. 114, Sept., p. 122, Oct., p. 
122, Nov., p. 120, Dec., p. 110. 
®Why business paper volume keeps ris 
ing. Venezian’s annual study, Nov., p. 


42. 


Agency-Client relations, see Advertising 
agencies. 


Albany Products Co, This is nuts and bolts 
advertising? Oct., p. 144. 


Allis-Chalmers Mfg. Co. How to make deal- 
ers direct mail conscious, Oct., p. 54. 


American Air Filter Co. How to make the 
most of a trade show, Oct., p. 160B. 


American Iron & Steel Institute. Stee] ex- 
ternal scores with non-steel readers, Aug., 
p. 100. 


Anniversaries 
Distributor holds own anachine tool show 
to mark anniversary, Jly., p. 150. 
So you're 100. How to promote a com- 
pany’s centennial, Dec., p. 43. 


Annual reports 
How to get employes to read annual 
reports, Nov., p. 101. 


Armco Steel Corp. How to create and sup- 
port new markets, Aug., p. 49. 


Art directors. How to deal with art direc- 
tors .. problems, Nov., p. 106. 


Audio-visual aids, see also Films 
Finding the right one for your job, Aug., 
p. 54, 
How to stage a profitable customer 
meeting, Aug., p. 134. 
Turning the technical into the under- 
standable at Martin: Co., Aug., p. 128B. 


Automobiles. Trends, Jly., p. 84. 


Awards 
NIAA Best Seller award winners, Aug., 

p. 46. 
Continued on page 130 


_ Equipment ¢ Materials Handling 


_ HOW MANY PLANTS? ; 


processing mills. 


By market since 1899, and offers 








WHAT 
ome delim 4 tekuy 
ABOUT 
COTTON GINS 
AND) OILSEED 
PROCESSING - 
MILLS? 











THIS IS A MARKET 


that covers all cotton creas 
from California to the Carolinas, 
plus the Midwestern Soybean 
Belt. 

















THIS IS A FIELD 


that represents a huge potential 
market for ¢ Industrial 
Machinery ¢ Farm Machinery ¢ 
Power Units ¢ Processing 










and Transmission Machinery ¢ 
Solvents * Bags ® Insecticides ® 
Scales © Lubricants and ; 
hundreds of other 

industrial items. 












In round numbers —- 7000, 
which includes cotton gins; 
cottonseed, soybean, peanut, 
flaxseed and other oilseed 











COVERAGE? 


“The Press’’ has served this 


you complete coverage, with a 
solid reader acceptance based 
on 57 years of accurate, 
responsible reporting. 








Write for circulation figures, rates, 
and brochures giving additional 
market dota. 











THE 

COTTON GIN 
AND: 

OIL MILL 


S$ 


3116 COMMERCE STREET 
DALLAS, TEXAS 
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EDITORIAL INDEX .. 


continued from p. 130 


Putman award winners, Jly., p. 61. 





Barnstorming with brainstorming 


inquiries, Jly., p. 58. 


How to merchandise advertising to your 


salesmen, Aug., p. 52. 


How to get salesmen to study up on 
products, Sept., p. 192. 
Introducing a new salesmen to his pros- 


ects, Oct., p. 55. 


Bibliographies. List of brainstorming source 


material, Oct., p. 108. 


Book reviews. Sept., p. 214, Oct., p. 214, 


Nov., p. 171. 


v., p. 1 


Bowser Inc. How sales contests make sales 


climb, Sept., p. 37. 


Brainstorming, see also Barnstorming with 


rainstorming 


Brainstorming . . valuable tool or pass- 


ing fancy? Dec., p. 35. 


List of brainstorming source material . . 


problems, Oct., p. 108. 


Brown & Sharp Mfg. Co. ‘Precision Center’ 
turns friends into customers, Nov., p. 136. 


Buckeye Tools Corp. Humor lures salesmen 
into training course, Aug., p. 142. 


Building. Trends, Sept., p. 80. 


Bund, Dr. Henry. How to get the marketing 
show on the road, Jly., p. 47. 


Burndy Corp. Burndy’s bus sells new mar- 
kets, Sept., p. 134. 


Business forecasts, see Forecasts 


Business papers 
Average industrial buyer reads 4.4 
business papers, Oct., p. 229. 
Advertising volume, Jly., p. 128, Aug., 
p. 114, Sept., p. 122, Oct., p. 122, Nov., 
p. 120, Dec., p. 110. 
How not to run a business paper, Sept., 
p. 168. 
®How to produce good business paper 
ads, Sept., p. 157. 
‘Institutions’ wins court decision against 
Conover-Mast, Jly., p. 65. 
NBP speaker warns business papers tc 
stop circulation race, Nov., p. 64. 
®Why ad volume keeps rising. Venezi- 
an's annual study, Nov., p. 42. 


Campaigns, see also Copy 


It pays to ‘package’ your ad campaign, 
Dec., p. 140. 


130 / industrial Marketing 


w to get salesmen to follow up on 


k 
Building readership for your ads, Nov. 
9 


Conover-Mast Publishing. ‘Institutions’ wins 


Canners. Food canning and preserving in- 


A 


justries. Trends, Dec., p. 84. 


Carr, Leslie T. Comptometer shows how to 
shake up sales, Aug., p. 37 


Catalogs 
Preparing catalogs by automation, Oct., 


p. 204. 





Clark, John B. 
How Stran-Steel ‘tailors’ its ads to fit 
five markets, Jly., p. 154. 
The seven ailments of industrial market- 


ing, Dec., p. 55. 


Colorado Fuel & Iron Corp. A movie for 
every job .. a job for every movie, Aug., 


p. 124. 


Columbia-Geneva Div. How to beat ‘bar- 
gain price’ competition. NIAA Best Seller 
winner, Aug., p. 48. 


Comic books. How Ingersoll-Rand insures 


future sales with comic books, Jly., p. 41. 


Company communications 
The sky's the limit in external editing, 
Jly., p. 110. 
Steel external scores with non-steel read- 
ers, Aug., p. 110. 
Don't underrate the lowly bulletin board, 
Sept., p. 100. 
Mail readership surveys can get results, 
Oct., p. 103. 
How to get employes to read annual re- 
ports, Nov., p. 101. 
Various, vigorous trends appear in 1957, 


Dec., p. 96. 


Company publications, see also Company 
communications, Product literature, Annual 
reports 
LeTourneau industry service campaign 
proves it pays to be helpful, Sept., p. 


One-two punch sets up employe publica- 


tion at Pfizer, Aug., p. 150. 
U.S.I. Chemical News presents the news 
in editorial style ads, Jly., p. 136. 


Comptometer Corp. Show how to shake up 
sales, Aug., p. 37. 


Conferences & meetings 
Checklist for successful meetings, Aug., 
p. 140. 
Is this meeting really necessary, Nov., 
p. 41. 


Connable, Carl. Setting ad objectives with 
the reader in mind, Dec., p. 134. 





court decision against Conover-Mast, Jly., 
>. 6. 


Contests. Kuhlman Electric ‘mystery man’ 
contest builds ad readership, Dec., p. 118. 


Copy. see also Copy chasers, Campaigns 
Albany Products calls this nuts and 
bolts advertising? Oct., p. 144. 

Building readership for your ads, Nov., 
p. 128. 

A guide to the reproduction of stamps 
and currency, Dec., p. 57. 

How to make sales claims believable in 
promotion for new companies and prod- 
ucts, Sept., p. 40. 

®How to produce good business paper 
ads, Sept., p. 157. 

How Parker-Kalon sells quality in cost- 
cutting era with 12 page ad, Nov., p. 60. 
How Stran-Steel ‘tailors’ its ads to fit five 
markets, Jly., p. 154. 

Kuhlman Electric ‘mystery man’ contest 
builds ad readership, Dec., p. 118. 

Never use girls in industrial advertising 
(almost never that is), Oct., p. 42. 
Power Engineering study upsets rules of 
good industrial advertising, Nov., p. 189. 
The reader: what he wants to know, 
Aug., p. 156. 

Setting ad objectives with the reader in 
mind, Dec., p. 134. 

U. S. I, Chemical News presents the 
news in editorial type ads, Jly., p. 136. 
Which ad attracted more readers? Jly., 
p. 91, Aug., p. 85, Sept., p. 87, Oct., p. 
89, Nov., p. 87, Dec., p. 77. 

Why Nashua packaging ads look differ- 
ent, Sept., p. 198. 


Copy chasers 
You must always obey the rules — 
usually, Jly., p. 179. 
Why do ads to dealers scream and 
shout? Aug., p. 179. 
Should industrial ads have “consumer 
look?” Sept., p. 233. 
Do your ads have a ‘big company’ look? 
Oct., p. 241. 
Go girl hunting and like it, Nov., p. 203. 
Are snob attitudes dictating ad quality, 
Dec., p. 143. 


Corporate advertising, see Institutional ad- 
vertising 


Corporate image 
The ‘Man from Webster’ introduces his 
company, Sept., p. 42. 


Currency. A guide to the reproduction of 
stamps and currency, Dec., p. 57. 


Customer meetings, see Sales meetings 
Customer service 


LeTourneau campaign proves it pays to 
be helpful, Sept., p. 196. 














Product service: how much is enough? 
Dec., p. 53. 


Dealers 
How Allis-Chalmers makes dealers direct 
mail conscious, Oct., p. 54. 
Why do ads to dealers scream and 
shout? Aug., p. 179. 


Decision making 
Looking into successful decision making, 
Nov., p. 52. 


®DeGrace, Bill. How to use light touch for 
better publicity, Jly., p. 45. 


DeLay, Robert F. Let's put more science 
into direct mail, Oct., p. 50. 


A. B. Dick Co. Keeping sales informed of 
new product uses, Nov., p. 173. 


Direct mail 
Albany Products calls this nuts and bolts 
advertising? Oct., p. 144. 
DMAA contest winners, Oct., p. 70. 
DMAA speaker tells value and use of 
direct mail, Oct., p. 65. 
How Allis-Chalmers makes dealers di- 
rect mail conscious, Oct., p. 54. 
Introducing a new sales representative, 
Oct., p. 55. 
Let's put more science into direct mail, 
Oct., p. 50. 
New look at direct mail for industrial 
advertising, Oct., p. 48. 
Pemco uses direct mail to promote 
traffic department's savings, Dec., p. 50. 
Union Bag’s DMAA award winning cam- 
paign a money maker, Oct., p. 176. 


Distributors & distribution 
What distributors want from manufactur- 
ers, Sept., p. 202. 


®Dobrin, Dr. Saxe. Will the ‘system’ be 
your market of the future? Nov., p. 49. 


Domestic Engineering Co. ‘Institutions’ wins 
court decision over Conover-Mast, Jly., p. 
65. 


Dow Corning Corp. How to stay on top 
when competition gets tough. Putman 
award, Jly., p. 64. 


Editorial index. January thru June, 1957, 
Jly., p. 158. 


Editorial style advertising. U.S.I. Chemical 
News presents the news, Jly., p. 136. 


Editorially speaking 

NIAA looks ahead, Jly., p. 192. 

Marketing men in product planning, 

Aug., p. 192. 

ANA works for business paper audits, 

Sept., p. 256. 

Why rates go up, Oct., p. 264. 
Continued on page 132 
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Hear Now! 


In 12 monthly issues: 

. 34 Pages 
. 56 Pages 
.32 Pages 
.68 Pages 
. 24 Pages 
. 36 Pages 


Company A........ 
Company B........ 
Company C......... 
Company D........ 
Company E......... 
Company F........ 


These “Blue Chip” companies 
(you can ask us for the names) 
back up their belief in the IRON 
& STEEL ENGINEER with 
advertising schedules of this 
proportion each year. Their rea- 
son (and yours, too) is because 
the IRON & STEEL ENGI- 
NEER produces. Why not in- 
vestigate now! 


tops 


with top advertisers 


IRON & STEEL 
ENGINEER 


1010 EMPIRE BUILDING 
PITTSBURGH 22, PA. 
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EDITORIAL INDEX. . 
continued from p. 131 


Selling 


®Ellenis, E. T. How 


to U. S. Industry 


Elliott Co. How 


munications, Oct. 


Employe relations, sec 
cations 


Euclid Div. ‘Twin , e' 5 
ower.’ NIAA Best Seller winne 


Farm market. New film reveals industrial 


sales potential in farm market, Sept., p. 52. 


Films 


b for every 
ron, Aug., 


New film reveals industrial sales poten 
tial in farm market, Sept., p. 52. 
®Wanna make an advertising movie? 
Here’s how, Nov., p. 140. 


Fletcher Works. Retail shéwroom tactics 
pay off for heavy equipment maker, Jly., 


p. 140. 


Forecasts. Capital spending to drop in ‘58; 


research goes up, Dec., p. 126. 


Foreign trade 
A better way to sell the world’s markets 
. use ‘sales ambassadors,’ Nov., p. 176. 
fight reciprocal trade re- 


newal, Nov., p. 92. 


Protectionists t 


®Franey, James M. Wanna make an ad- 
vertising movie? Here’s how, Nov., p. 140. 
Franks, Stanley E. Preparing catalogs by 
automation, Oct., p. 204. 
Frazier, John W. How to make the most of 
a trade show, Oct., p. 160B. 

Fulfillment Corp. of America. Preparing 
catalogs by automation, Oct., p. 204. 


Gas industry. The gas «and L-P 
try .. Trends, Oct., p. 78 


Goddard & Goddard Co, Intreducing a new 
sales representative by direct mail, Oct., 


». 35. 


Gotsch, Paul W. How sales contests make 
sales climb, Sept., p. 37. 

Graf, Glenn W. Never use girls in indus- 
trial advertising (almost never that is), 
Oct., p. 42. 

Greif, Lucien R. How many releases does 
the editor want? Jly., p. 152. 


Gruber, Reginald R., Sr. Turning the tech- 
nical into tho understandable with visual 
aids at Martin Co., Aug., p. 128B. 


Gulton Industries. Sifting the catalog col- 
lectors from the prospective buyers, Oct., 
p. 40. 


Hadfield, J. R. It pays to ‘package’ your 
ad campaign, Dec., p. 14%. 


Hansen, V. E. Integrating for better mar- 
keting, Nov., p. 57. 


Paul Hardeman Inc. How to organize pro- 
motional literature, Oct., p. 148. 


Harrington-Wilson-Brown Corp. Mark anni- 
versary with own machine tool show, Jly., 
p. 150. 


Hitchiner, A. Fred. Inquiry handling made 
easy by Metal Products, Sept., p. 146. 


House organs, see Company communica- 
tions, Company publications 


IM Gallery. Sept., p. 229, Uct., pp. 74, 186, 
Nov., p. 77, Dec., p. 73. 

Industrial shows, see Trade shows & ex- 
hibits. 


®Industrial sites. How Puerto Rico was 
sold to U. S. industry, Aug., p. 40. 


Ingersoll-Rand Co. How to insure future 

sales . . with comic books, Jly., p. 41. 

Inquiries 
How to get salesmen to follow up on in- 

quiries, Jly., p. 58. 

Inquiry handling made easy by Metal 


Products, Sept., p. 146. 


Industrial advertising 
Should advertising be aimed at building 
securities’ value? Forum, Aug., p. 110. 
Why Nashua packaging ads look differ- 


ent, Sept., p. 198. 


International Harvester Co. The trade show 
exhibit: Where planning pays off, Nov., p. 
164, 





International Steel Co. Personalizing your 
sales pitch, Oct., p. 180. 


Jones & Laughlin Steel Corp. How to sell a 
product before it's made. Putman award, 
Jly., p. 61. 


Keller Tool Div. How to design a reception 
room that sells, Aug., p. 44. 


Kiezel, Eugene. Introducing a new sales 
representative by direct mail, Oct., p. 55. 


®Kopf, Charles W. How to produce good 
business paper ads, Sept., p. 157. 


Kuhlman Electric Co. ‘Mystery man’ con- 
test builds ad readership, Dec., p. 118. 


Legal. A guide to the reproduction of 


stamps and currency, Dec., p. 57. 


LeRoi Div. Never use girls in industrial 
ads (almost never that is), Oct., p. 42. 


Lesner, Fred E. How to build enthusiasm at 
your sales meetings, Jly., p. 42. 


Industry 
to be 


LeTourneau-Westinghouse Co. 
service campaign proves it pays 
helpful, Sept., p. 196. 


McLean, John G. Five jobs for marketing 
management, Oct., p. 197. 


Marketing & market research, see also 


Trends 
AMA survey shows industry spends 
10% of sales dollar on marketing, Aug., 
p. 64. 
Are we marketing men or witchdoctors? 
Nov., p. 54. 


Execs. tell how to use cost accounting in 
marketing, Dec., p. 102. 

Five jobs for marketing management, 
Oct., p. 197. 

®446 checkpoints for marketing plan- 
ning, Oct., p. 188. 

How Armco creates and supports new 
markets, Aug., p. 49. 

How Dow Corning stays on top when 
competition gets tough, Jly., p. 64. 
How to evaluate your promotion pro- 
gram, Nov., p. 37. 

How to get the marketing show on the 
road, Jly., p. 47. 
How good is ‘integrated marketing?’ 
Forum, Sept., p. 114. 

How Sciaky sells new markets, Jly., p. 
62. 

Integrating the agency-client marketing 
functions, Nov., p. 57. 

A look at industrial marketing in the 
West, Aug., p. 152. 
Market development: 
introduction, Sept., p. 


neglected partner 
in new 
176B. 
Market research 

‘Average’ industrial buyer reads 4.4 


product 


business papers, Oct., p. 229. 
Power Engineering study upsets rules 


of good industrial advertising, Nov. 
p. 189. 
Capital spending to drop in ‘58, re- 
search goes up, Dec., p. 126. 
NICB hears seven tips for better selling, 
Nov., p. 156. 
The seven ailments of industrial market 
ing, Dec., p. 55. 
Sources of marketing 
o, -S7. 
®Will the ‘system’ be your market of 


the future? Nov., p. 49. 


information, Jly., 


Marshall, Carl. What distributors want 
from manufacturers, Sept., p. 202. 
®Marsteller, Rickard, Gebhart & Reed. 


Plan five-ccompany press party for farm 
editors, Sept., p. 50. 


Martin Co. Turning the technical into the 


understandable with visual aids, Aug., 
p. 128B. 
Meetings, see Conferences & meetings, 


Sales meetings 


Merchandising 
How to merchandise your 
to your salesmen, Aug,., p. 52. 


advertising 


Metal Products Sales Co. Inquiry handling 
made easy, Sept., p. 146. 


Miles, Samuel A. Who is Mr. Anonymous? 
Oct., p. 160. 


Minnesota Mining & Mig. Co. How 3M 
launched new product. NIAA Best Seller 
winner, Aug., p. 47. 


Mueller Co. So you're 100. How to pro- 
mote a company’s centennial, Dec., p. 43. 
pack- 


institutional 


Nashua Corp. Why 
aging ads look different, Sept., p. 198. 


National Industrial Advertisers Assn. 
Advance report on NIAA budget study, 
Jly., p. 54. 

Best Seller award winners, Aug., p. 46. 
NIAA looks ahead. Edit., Jly., p. 192. 
NIAA News 
‘Data file’ 
Jly., p. 73. 
Media data file 
poned to ‘58, Aug., p. 73. 
Fight over media data file goes on, 
Sept., p. 75. 
Sickler asks for comments on NIAA’s 
future, Oct., p. 73. 
Reaffirm faith in ‘file’ set record budg 
et, Nov., p. 75. 
Chain Belt’s Pfeifer named 
ference head, Dec., p. 71. 
Continued on page 134 


fight stirs up conference, 


publication post 


‘58 con- 
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appliance* 
manufacturers 


Compare... 
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Rate per 
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$33.00 
37.50 






Magazine A 
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25.00 





* Refrigerators, air conditioners, 








laundry and cooking equipment, 
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EDITORIAL INDEX . . 
continued from p. 133 


National Seal Div. Why National's sales- 
men laugh at past mistakes, Sept., p. 152. 


Nelson, Robert M. How Armco creates 
and supports new markets, Aug., p. 49. 


New books for the marketing man, see 


Book reviews. 


New Products 

How to get salesmen to study up on 
products, Sept., p. 192. 

How Jones & Laughlin sells a product 
before it's made, Jly., p. 61. 

How to 
in promotion for new companies and 
p. 40. 

How 3M launched new product, Aug., 
p. 47. 

Keeping sales informed of new product 
uses at A. B. Dick, Nov., p. 173. 


Market development: neglected partner 


make sales claims believable 


products, Sept., 


product introduction, Sept., p. 


to work pays off for 
p. 59. 
26 ways better new product pro- 
Jly., p. 148. 


®Weighing the success of new product 


motion 
ideas, Jly., p. 37 

PWill the ‘system’ be your market of 
the future? Nov., p. 49. 


Offices. How to design a reception room 
t 
that sells Aug. p. 44, 


D 


Open house, see Plant visits 
Organization man, see Executives 


Orr & Sembower. Smal! sales training 
school brings big results, Aug., p. 159. 
Packaged equipment. Why indusiry is 
buying more ‘package equipment’ Forum 
Jly., p. 118. 
Packaging. Does your package sell your 
product? Sept., p. 186. 
Parker-Kalon Div. How to sell quality in 
cost-cutting era, Nov., p. 60. 


Peerless Foundry Co. How to 


foundry in comfort, Jly., p. 143. 
Pemco Corp. Promoting your traffic de- 
partment’s savings to customers, Dec., p. 


50. 


Chas Pfizer & Co. One-two punch sets up 
employe publication, Aug., p. 150. 


Photocopying. How Elliott Co. speeds up 
sales communications, Oct., p. 128. 
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Photography. Western Machinery finds 
way to get product publicity photos when 


they need them, Sept., p. 128B. 


Plant visits 

& Sharp's 
turns friends into customers, Nov., p. 
136. 

How ft Lighting put the plan 


Brown Precision Center’ 


opening, Sept., p. 208. 
How to treat company guests like 
pany. Problems, Jly., p. 114. 


How visitors tour Peerless Founc 


Press relations, see Publicity 


Problems in industrial marketing 
How to treat company guests like com- 
pany, Jly., p. 114. 
Visitor services gain popularity at trade 
shows, Aug., p. 106. 
How to conduct a press conference, 
Sept., p. 106. 
List of brainstorming source materials, 
Oct., p. 108. 
How to 
p. 106. 
What's wrong with my press releases, 
Dec., p. 97. 


deal with art directors, Nov. 


Product literature, also Technical 

writing, Catalogs. 
Hardeman’s methods for organizing pro- 
motional literature, Oct., p. 148. 

Turn press comments into selling tool 

Sept., p. 182. 

Who is Mr. Anonymous? The case for 

author's bylines on promotional litera- 

ture, Oct., p. 160. 

Customer service 


Product service, see 


Promotional literature, see Product litera 
ture 
Public relations, see also Publicity, Plant 
visits, Customer service 
Burndy’s bus sells new markets, Sept., 
p. 134. 
How to evaluate your promotion pro- 
ram, Nov., p. 37. 
Jow Ingersoll-Rand insures future : 
with comic books, Jly., p. 41. 
How to treat company guests like 


pany. Problems, Jly., p. 114. 


Publicity 
®Five-company press party gives farm 
editors their times’ worth, Sept., p. 50. 


use individual publicity, 


readable technical 

ur publicity pro 
jram, Sept., p. 54. 
How to conduct press conference. 


Problems, Sept., p. 


How many releases does the editor 

want? Jly., p. 152. 

®How to use light touch for better pub- 

licity, Jly., p. 45. 

How to write industrial publicity ar- 

ticles and get them accepted by editors, 

Dec., p. 40. 

Product publicity photos when you need 

them. Western Machinery finds a way, 

Sept., p. 128B. 

Putting editors to work testing new 
oduct pays off for Sherman, Sept., p. 


urn press comments into selling tool, 
Sept., p. 182. 

26 ways to do better new product pro- 
motion, Jly., p. 148. 

What's wrong with my press releases? 
Problems, Dec., p. 97. 

Why Canadian editors toss out releases 
from U. S., Sept., p. 64. 


®Puerto Rico. How to sell an island to 
U. S. industry, Aug., p. 40. 


Purchasing. Why industry is buying more 
‘package equipment’. Forum, Jly., p. 118. 


Putman Publishing Co. Putman award 
winners, Jly., p. 61. 


PRandle, Dr. C. William. Weighing the 
success of new product ideas, Jly., p. 37. 


Readership 
Average reads 4.4 

business papers, Oct., p. 229. 

Building readership for your ads, Nov., 

p. 128. 

Let's put more science into direct mail, 

Oct., p. 50. 

Mail readership surveys can get results, 

Oct., p. 103. 


Power Engineering study upsets rules 


industrial buyer 


of good industrial adv., Nov., p. 189. 
Readex scores prove you must always 
usually. Copy chasers, 


obey the rules 


PRice, Craig. 446 checkpoints for mar- 
keting planning, Oct., p. 188. 


Road shows, see Trade shows & exhibits 


St. Lawrence Seaway. Seaway cities get 
set for new marketing role. Sept., p. 92. 


Sales Demonstrations 
Retail tactics pay off for 


Fletcher 


showroom 


heavy equipment maker, 
Works, Jly., p. 140. 

Turning the technical into the under 
standable with visual aids at Martin 
Co., Aug., p. 128B. 

How to stage a profitable customer 


meoting, Aug., p. 134. 


Sales departments. Comptometer shows 
how to shake up sales, Aug., p. 37. 





















Sales literature, see Product literature 
Sules meetings, see also Audio-visual 
aids, Films, Conferences 

How to build enthusiasm at your sales 
meetings, Jly., p. 42. 

How to stage a profitable customer 
meeting, Aug., p. 134. 

Why National Seal’s salesmen laugh 
at past mistakes, Sept., p. 152. 


Sales presentations, see Sales promotion 


Sales promotion, see also Product litera- 
ture, Sales promotion ideas 
How to evaluate your promotion pro- 
gram, Nov., p. 37. 
How to promote products at South Pole, 
Aug., p. 144. 
International Steel personalizes sales 
pitch, Oct., p. 180. 


Sales promotion ideas 
Sun Tube promotion puts the impact on 
extrusions, Jly., p. 106. 

Robertshaw Fulton markets new prod- 

uct with 2,000 yr. old mail promotion, 

Aug., p. 96. 

Wesson Co. booklet, posters tell how 

not to use tools, Sept., p. 96. 

Application story in Dow Corning house 

organ opens new market, Oct., p. 96C. 

Offices in packages goal of co-op. mar- 
keting plan of Remington Rand, Nov., 

p. 96. 

How Alcoa Products makes sure litera- 

ture is read, Dec., p. 92. 





Sales representatives. Introducing new 


representative by direct mail, Oct., p. 55. 


Sales training 
Comptometer shows how to shake up 
sales, Aug., p. 37. 

Humor lures salesmen into training 
course at Buckeye Tools, Aug., p. 142. 
Small training school brings big re- 
sults for Orr & Sembower, Aug., p. 159. 


Salesmanship, see also Sales meetings, 
Sales training, Selling, Salesmen’s com- 
pensation 
How to get salesmen to follow up on 
inquiries, Jly., p. 58. 
How to get salesmen to study up on 
products, Sept., p. 192. 
How to introduce new salesman to his 
prospects, Oct., p. 55. 
How to merchandise your advertising 
to your salesmen, Aug., p. 52. 
Keeping sales informed of new product 
uses at A. B. Dick, Nov., p. 173. 


Salesmen’s compensation. What's the best 
way to compensate industrial salesmen? 
Oct., p. 62. 


Sandvik, Al. How to be a client, Oct., p. 
132. 
Continued on page 136 





“This is nothing compared to the way MPA* 


covers buyers in the Heart of Industrial America” 






















*See SRDS or write: 
Midwest Purchasing Agent 
639 Penton Bldg., Cleveland 13, O. 
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for advertising 
or any other 
reproductive use, 
need the best 
photoengraving craftsmen 
to capture on metal 

the subtle excellences 


of their work. 


MILLER & HUTCHINGS, INC. 


333 WEST LAKE STREET, 
AT WACKER DRIVE 


CHICAGO 6, ILLINOIS 
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EDITORIAL INDEX .. 


continued from p. 135 


Sciaky Bros. Inc. H 


markets. 


rutman 


Selling, see alsc 


Salesmanshir 


NICB hears seven tips 


Nov., p. 156. 


Sex in advertising 


Singer, Gary E. Burndy’s bus 


ar sto 124 
markets, Sept., p. 134. 


| Smithcraft Lighting Div. How 


opening, Sept., p. 208. 


plan in plant 


Standard industrial classification. 


| what's happened to SIC 


Steinberg, Irwin I. 
collectors from the 


r An 
. 4U. 


Stran-Steel Corp. How Stra 
its ads to fit five markets 
Technical writing. 


able technical 


Testimonials. How 


believable, Sept., p. 


Thode, Arthur E. How  Allis-Chalmers 
makes dealers direct mail conscious, Oct., 


p. 54, 


Thomas, Richard S. Product service: How 


much is enough? Dec., p. 53. 


Top management forum 
Why industry is buying more 
age equipment,” Jly., p. 118. 

Should advertising be aimed at building 





If You're In Electronics, Communications 
Or Photographic Equipment 
Manufacture 


Electronics purchases by the military during 
1957 should reach a whopping $3.9 billion. 
Smaller producers of electronic specialty items 
will be in a stronger position this year for 
they will deal more and more directly with the 
prime contractor. Uncle Sam is issuing more 
direct contracts and is broadening his base 
of suppliers in the electronics field. 


10,000 primary defense buyers and sub-con- 
tractors need the facts about the electronics, 
communications and photographic gear you 
sell. They read SIGNAL, the official publica- 
tion of the Armed Forces Communications And 
Electronics Association. You have 12 oppor- 
tunities a year to sell them in SIGNAL. Get 
the low page rates and the details from: 


OFFICIAL JOURNAL OF AFCEA 


Wm. C. Copp & Associates 
72 West 45 St., New York 36, N. Y. 





since 
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MARKET DATA and 
DIRECTORY NUMBER 


Statistics Are Just 
Half The Story! 


Ni 


If you’re looking for basic 
statistics for a particular 
industrial market—its sales 
and sales potentials, 
number of plants, locations, 
employment, etc.—reach 

for a copy of Industrial 
Marketing’s new Market Data 
Book. But more than just 

a reference book, it also gives 
you inside information on 
what the industry buys— 
how much it buys— who 

the buying influences are— 
publications serving the 
market—sources for further 
information—current trends 
and developments. 





Published as the 13th issue 
annually of IM, it’s a must for 
the decision-makers in  indus- 
ialelmelohZ-TaittiileMelieMulelacilire) 











securities’ value, Aug., p. 110. 

How good is ‘integrated marketing?’ 
Sept., p. 114. 

®How top executives help set ad budg- 
ets, Oct., p. 114. 

®Top executives spell out role of ad- 
men in setting budgets, Nov., p. 112. 
Executives tell how to use cost account- 
ing in marketing, Dec., p. 102. 


Towmotor Corp. How to sell to small com- 
panies. NIAA Best Seller winner, Aug,., 
p. 46. 


Trade shows & exhibits 
Burndy’s bus sells new markets, Sept., 
p. 134. 
Distributor holds own machine tool show 
to mark anniversary, Jly., p. 150. 
How American Air Filter makes the 
most of a trade show, Oct., p. 160B. 
How Brown & Sharpe turns friends into 
customers, Nov., p. 136. 
How visitors tour Peerless Foundry in 
comfort, Jly., p. 143. 
Industrial shows, Jly., p. 175, Aug., p. 
173, Sept., p. 221, Oct., p. 219 Nov., p. 
188, Dec., p. 133. 
Planning pays off for International Har- 
vester, Nov., p. 164. 
Retail showroom tactics pay off for 
heavy equipment maker, Fletcher Works, 
Jly., p. 140. 
Visitor services gain popularity. Prob- 
lems, Aug., p. 106. 
What's new at National Metal Ex- 
position, Dec., p. 60. 


Trade-marks. The ‘Man from Webster’ 
establishes corporate image, Sept., p. 42. 


Traffic department. How Pemco promotes 
traffic department savings to customers, 
Dec., p. 50. 


Trends 
The automotive industry, Jly., p. 84. 
The motor transport industry, Aug., p. 
78. 
The building industry, Sept., p. 80. 
The gas and l-p gas industry, Oct., p. 
78. 
Forestry, lumber and wood products in- 
dustries, Nov., p. 80. 
Food canning and preserving industries, 
Dec., p. 84. 


Truck advertising. Don't waste this space, 
Oct., p. 156. 


Trucking. The motor transport industry. 
Trends, Aug., p. 78. 


®Turco Products. How Turco builds ‘box- 
office’ for its films, Aug., p. 58. 


Union Bag-Camp Paper Co. Award win- 


ning direct mail campaign a money maker, 
Oct., p. 176. 


U. S. Industrial Chemicals Co. Editorial 
type ads present the news without the 
noise, Jly., p. 136. 


®Van Dyne, Stewart B. How Turco build 
‘box-office’ for its films, Aug., p. 58. 


Van Hoorn, Ralph 
In industrial marketing what is the 
agency’s role, Jly., p. 53. 
Checklist for industrial marketers. How 
to get the most from outside agencies, 
Jly., p. 55. 


®Venezian, Angelo R. Why business pa- 
per ad volume keeps on rising. Annual 
study, Nov., p. 42. 


Vocational education. The adman’s siake 
in vocational education, Oct., p. 216. 


Washington report 
Look what's happened to SIC, Jly., p. 96. 
Anti-monopoly probe turns up market 
data, Aug., p. 90. 
Seaway cities get set for new, big 
marketing role, Sept., p. 92. 
What's ahead for defense industry? Oct., 
p. 94. 
Protectionists to fight reciprocal trade 
renewal, Nov., p. 92. 
Patent office starts public relations 
drive, Dec., p. 80. 


Weber, Norton. Are we marketing men or 
witchdoctors? Nov., p. 54. 


Webster Electric Co. The ‘Man from Web- 
ster’ introduces his company, Sept., p. 42. 


West coast. A look at industrial market- 
ing in the West, Aug., p. 152. 


Western Machinery Co. Product publicity 
photos when you need them, Sept., p. 
128B. 


Which ad attracted more readers? Jly., 
p. 91, Aug., p. 85, Sept., p. 87, Oct., p. 89, 
Nov., p. 87, Dec., p. 77. 


Williams, R. L. How to design a reception 
room that sells, Aug., p. 44. 


Wilson, Charles J. What's the best way 
to compensate industrial salesmen? Oct., 
p. 62. 


Wood and lumber industry. Trends, Nov., 
p. 80. 


Ziegenhagen, M. E. Are industrial adver- 
tising men fencing themselves in? Jly., p 
49, 














Why 
modern 
castings 


Gets Results 


EDITORIAL 


Over 600 of the country’s top 
foundrymen are active as techni- 
cal committee members of the 
American Foundrymen’s Society— 
they pool their knowledge to 
produce the latest and best tech- 
nical findings. AFS depends upon 
its official monthly publication— 
MODERN CASTINGS—to dis- 
seminate this vital information 
on equipment, materials and 
processes. 


PRESENTATION 


“King-size” format insures the 
placement of vitally important 
editorial matter next to every ad- 
vertisement at no extra cost. 


CIRCULATION 

Every AFS member receives a 
copy of MODERN CASTINGS 
. . over 60% of the paid circula- 
tion goes to readers’ homes. 


Every known foundry in U.S. and 
Canada receives MODERN 
CASTINGS. 


These are only a few reasons 
why MODERN CASTINGS gets 
results! 





castings 


Golf & Wolf Roads, Des Plaines, Illinois 
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automation 


automation 
automation 


means 


coat MINING 


$ 
compan’ 
ein cquepent * 
“ Pn . 


Automation, with its 
huge investment in 
equipment, has caused 
profound changes in 
the coal industry since 
World War II. As early as 
1944, Coal Mining was 
accurately forecasting 
this trend and predicting 
the effect it would have 
on methods, equipment 
and personnel. 

Coal Mining reaches 
every important buying 
influence in the coal 
industry... the men who 
plan, specify and, above 
all, purchase your 
product. Write today 
for circulation facts 
and figures. AA-4743 


COAL MINING 
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Agency changes. . 


continued from p. 126 


Albert R. Bochroch 
-.-apartner in Gray 
& Rogers, Philadel- 
phia, has been 
named head of the 
company’s newly- 
formed marketing 

division, a 

solidaticn of 

marketing, mer - Bochroch 


chandising and research services. 


Fred M. Randall Co... 
agency for Kuhlman Electric Co., Birming 


Detroit, named 


ham, Mich., manufacturer of distribution 
and power transformers. 
Harrisburg Steel Co. . . Harrisburg, Pa., 
producer of steel and steel products, from 
Thoma & Gill to Kniep Associates, Dover, 
N,J. 


Malcom W. McClennan Advertising 
has moved to new offices at 1100 Mer- 
rick Rd., Massapequa, N.Y. 


American Smelting & Refining Co. . . New 
York, producers of non-ferrous metals and 
supplies, from John Mather Lupton Co., to 
Needham, Louis & Brorby, New York. 


Marshall & Coch, Advertising . . New 
York, named agency for Walter Balfour 
Co., Brooklyn, manufacturer of rolling steel 


doors. 


Van Lear Woodward Associates . . ap- 
pointed agency for Fonda Gage Co., 
Stamford, Conn., manufacturer of carbide 
gage block sets. 


John Mather Lupton Co. . . New York, 
named agency for New York Rubber 
Corp., Beacon, N.Y. 


William Zerweck . . from vice-president, 
Norman, Craig & Kummel to vice-president, 
Warwick & Legler, New York. 


Telecomputing Corp. . . Hollywood, Cal., 
manufacturer of aircraft and missile in- 
strumentation and controls, from Mogge- 
Privett, to Anderson-McConnell, Los An- 
geles. 


Harry M. Miller, Inc. . . Columbus, O., 
named agency for Cedar Heights Clay Co., 
Oak Hill, O., producer of bonding and 
refractory fire clays. 


Harris D. McKinney, Inc. . . appointed 
agency for Richard C. Remmey Son Co., 
Philadelphia, refractory manufacturer. 


Gardner-Robinson-Stierheim & Weis . . 
Pittsburgh, designer and builder of trade 
show exhibits and displays, has appointed 
Smith, Taylor & Jenkins, Pittsburgh, as its 
advertising agency. 


U.S. Industries . . Los Angeles, has named 
Boylhart, Lovett & Dean, Los Angeles, 
agency for the following local divisions: 
Petroleum Products Div.; Axelson Mfg. 
Co.; Southern Pipe & Casing Co.; Ax2ison 
Aviation, and Western Design & Mfg. 
Corp. 


L.O.F. Glass Fibers Co. . . Toledo, O., from 
Brooke, Smith, French & Dorrance, to Wade 
Advertising Agency, Chicago. 

Benjamin Avery Hammer. . {rom account 
executive, H. B. Humphrey, Alley & Rich- 
ards, to account executive, James Thomas 
Chirurg Co., Boston. 


Skuttle Mfg. Co. . . Milford, Mich., manu- 
facturer of Automatic humidifiers and per- 
manent filters, from Jaqua Co., to Marvin 
Hahn, Inc., Birmingham, Mich., and the 
agency has also been named to handle 
advertising for the Valenite Metals Div., 
Valeron Corp., Royal Oak, Mich., pro- 
ducer of tungsten carbide. 


Noble de Roin . 
Boccard & Jacobsen to president of a new 
agency, International Advertising Co., 
2011 Glenarm, Denver, Colo., specializing 


- from account executive, 


in foreign and domestic heavy equipment, 
oil field and industrial machinery ac- 
counts. 


Media changes. . 


Ralph Asherman . . from assistant execu- 
tive television producer, KHVH-TV, Hono- 
lulu, Hawaii, to the promotion department 
of The Journal of Commerce, New York, 
and Gerald Magit from the promotion de- 
partment to the advertising sales staff, 
Journal of Commerce International Edition. 


Automotive Retailer . . has changed to a 
king-size format and offers four new page 
sizes: king-size; three-quarter; king-size 
spread, and 7x10 island page. The pub- 
lication has moved from Morristown, N_J., 


to 128 East 36th Street, New York. 


Engineers’ Product File . . is the new an- 
nual publication of the engineering pub- 
lications division, Domestic Engineering 
Co., Chicago. The magazine will be di- 
rected to specification writing consultants 
and engineers in heating, piping, plumb- 
ing, and air conditioning systems in large 
and medium-size structures. 


Robert E, Ahrensdorf Co. . . Los Angeles, 
publishers’ representative, has opened a 





